Index To 149 Ideas And Methods 
For Fund Raising Campaigns 


A complete reference guide to articles appearing in Fund Raising 
Management for the year 1982. Articles are listed according to subject 
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(Back issues are $3.25 each. Specific ar- 
ticles are $1.50 each (minimum $2.00) to 
cover duplicating and postage costs.) 


SOURCES OF FUNDS 


Individuals 
Provide Visual Aids For Philanthropic 
Eyes — The perceptive eyes, as well as the 
receptive ears, of a donor can mean the dif- 
ference between an adequate gift and a sub- 
stantial endowment. The author suggests 
that fund raisers be prepared to offer aid to 
prospective donors. By JOHN A. BAIRD 
JR. January, Page 28. 
Contact Donors Before Making Solicita- 
tions — Sending a simple forewarning or 
two-sided persuasive message to new 
donors before soliciting funds will increase 
the chances that they will donate money to 
an organization, concludes the author. By 
N. BRENT KENNEDY. November, Page 
16. 
Man’s Dream Builds Nation’s Tribute To 
Vietnam War Vets — This campaign de- 
fied all the odds. No feasibility study, an in- 
verted gift pyramid and the need to raise $7 
million in 18 months seemed insurmounta- 
ble. But one veteran’s determination, plus 
the aid of a gutsy woman development di- 
rector turned a dream into reality. By SAN- 
DIE FAURIOL. November, Page 18. 


Foundations 
Foundation Evaluation Key To Public 
Support — Because foundations wield 
enormous funding power,they face a suspi- 
cious public which determines whether 
these public trusts live or die. The author 
examines the role of evaluation in founda- 
tions and gathers some convincing pointers 
from foundation experts. By ERIC G. HEF- 
FLER. September, Page 38. 


Corporations 

ABC’s Of Cultivating And Soliciting 
Corporate Support — Finding and then 
soliciting corporate dollars will become 
more difficult and competitive in the future, 
this author claims. He offers ten of his best 
ideas for cultivating corporations with 
suggested research sources to find them. By 
D. CHRIS WITHERS. March, Page 40. 

Corporate Survey Discloses Solicitation 
Priorities — In the wake of inflation and 
federal budget cuts, charities are increas- 
ingly seeking corporate contributions, thus 
intensifying the scramble for funds, the au- 
thor states. The results of a corporate sup- 
port survey pinpoint what corporations look 
for and how much they decide to give before 
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contributing to charity. By DENNIS J. 
MURPHY. May, Page 37. 

Corporations To Expand Matching Gifts 
Programs — Matching gifts represent a 
substantial part of company contributions 
budgets despite a small participation rate, 
claims the author. This article details the re- 
sults of current research about the impact of 
matching gifts on non-profit organizations. 
By ALEX PLINIO. July, Page 26. 

YMCA Aggressively Seeks Corporate, 
Foundation Dollars — “The Los Angeles 
YMCA began its Target: Century II pro- 
gram in 1980. Since then it has already 
raised $8.7 million from foundations and 
corporations. By JOHN G. OUELLET. Au- 
gust, Page 32. 

Small Agency Knocks Down Corporate 
Doors For Funds — “They are able be- 
cause they think they are able.” In the spirit 
of Vergil, the author explains how a small, 
obscure organization, lacking influential 
contacts, pried open closed corporation 
doors to forge new funding relationships. 
The organization succeeded through careful 
organization and sheer steadfastness after 
much trial and error. By MILDRED G. 
LEE. October, Page 52. 


Government 

Limited Block Grant Battles Threaten 
Even Best Planning — Cooperation and 
planning with variety of other non-profit 
leaders to form coalitions rather than face 
stiff fights for limited block grants will be 
key challenge to grantors and grantees 
alike, claims this author. By ROBERT H. 
WEIMAR. November, Page. 38. 


Volunteers 

Special Events Require Top Volunteer 
Help — Improving an organization’s re- 
lationship with its volunteers can minimize 
recruitment and retention problems, the au- 
thor states. When staging a special event, 
the ability to keep able, happy volunteers 
will mean fund raising success. By SHIR- 
LEY A. BROWN. August, Page 24. 


TYPES OF GIVING 


Hospital Finds Donors By Computer 
Galloping Success — Having relied on 
manual help for the past 12 years to keep 
track of 140,000 prospects was a big, ex- 
pensive job for this hospital. But a new 
computerized system upgraded donors and 
allowed for successful direct mail acquisi- 
tions with copy, design changes. By JAY 
VESTAL. February, Page 16. 


Hospital Survey Changes Outline Gift 
Statistics — The National Association of 
Hospital Development’s annual fund rais- 
ing survey took on a new dimension in 1981 
in attempting to determine the “median” 
cost of raising funds, and to ascertain how 
gifts received were allocated during the 
year. The size of the development staff was 
also studied in relation to the amount raised. 
By MARILYN K. HAYES. April, Page 24. 
Hospitals Take Chance In System With- 
drawal — Since 1977, Congress has per- 
mitted certain religious, charitable and tax- 
exempt organizations the option of with- 
drawing from the Social Security system. In 
weighing the advantages and disadvan- 
tages, however, withdrawal must be care- 
fully considered, the author cautions. By 
SUSAN H. ACHENBACK. April, Page 
36. 

Hospital Catalog Uses Market Informa- 
tion — Besides making donors have “fun” 
with their gifts, a catalog offers a unique op- 
portunity to see dollars at work, claims the 
author. The use of a catalog has more than 
tripled this hospital’s average gift. By 
JANICE E. MOORE. June, Page 33. 
Hospital Wish Book Appeals To Heart 
And Mind — Gift catalogs are proving to 
be a popular non-profit offering, the author 
points out. A catalog can offset an economi- 
cally strained special event and financially 
strapped trustees. At hospitals, gift catalogs 
can appeal to donor prospects who have 
benefited from medical services rendered. 
By KAREN HENGER DRYYJA. June, Page 
39: 

Use Anniversary Year To Full Advan- 
tage — This multifaceted hospital associa- 
tion succeeded in involving an enormous 
segment of its constituency in its 75th an- 
niversary year celebration. It was the type of 
activity that any organization should never 
overlook, the authors emphasize. By 
ROBERT D. MOORE and BETTY A. 
FITTS. August, Page 16. 

Cancer Center Doubles Net Income After 
Appeal Overhaul — Memorial Sloan- 
Kettering Cancer Center wanted a herd of 
higher quality donors. Following concen- 
trated efforts with list segmentation, data 
processing, mailing packages with a human 
interest slant, and a change in renewal strat- 
egy, the center reached its goal. When it 
was over, the development department had 
turned a simple annual giving campaign into 
a refreshing multiple gift appeal. By 
EMILY J. McKOANE. October, Page 16. 
Health Costs Deplete Federal Pro- 
grams — December, Page 44. 


Religion 

40,000 Miles Later: Seminary Drives 
Home Capital Success — Undaunted by 
an earlier failure, this seminary decided to 
do its own capital campaign. Well-or- 
ganized local church support, commitment 
from the chief executive officer and hard 
driving through five states gave the cam- 
paign the necessary tools for a $1.5 million 
success. Interview with KENNETH L. 
HENNIX. January, Page 16. 
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an earlier failure, this seminary decided to 
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Mission: Generate Support By Media To 
Segmented Audience — This  Texas- 
based religious organization uses a variety 
of media to tap donors’ interests. Once 
those interests are known, specific pro- 
grams are tailored in English and Spanish to 
spur gifts and continued support. By 
FATHER MANNY BALLARD. March, 
Page 26. 

New Technology Dominates Religious 
Broadcasters Meet — April, Page 42. 
Parish Strategy Puts Motor City 
Churches In High Gear — A new fund 
raising strategy by the Archdiocese of De- 
troit in the economically devastated city not 
only provided its annual appeal with a new 
name, but placed the burden of fund raising 
on individual parishes while reducing pro- 
gram deficits and taking on more funding 
obligations. The new appeal achieved spec- 
tacular results, raising for the archdiocese 
more than $6 million over its previous fund 
raising effort. By CHARLES STARRS. 
October, Page 30. 

Church Groups Must Take On Strategic 
Planning — December, Page 43. 


Education 
Legal Counsel Needed To Protect Trus- 
tees — Colleges and universities, chal- 
lenged by declining enrollments and a 
buyers market, must also face consumer liti- 
gation questioning product quality, this au- 
thor says. By HUGH L. THOMPSON. Jan- 
uary, Page 24. 
Alumni Participation Doubled Through 
Phonathon Power — This professional 
school has found great success through 
using volunteer callers in a decentralized 
phone program. Annual gifts jumped 60 
percent in dollars with more than 120 per- 
cent increase in participation. Volunteers 
work, and the author tells why. By 
RICHARD L. DESMOND. July, Page 22. 
Unrestricted Donations Make The Best 
Gifts — Unrestricted gifts to a college or 
university allows the president and his ad- 
ministration far more flexibility than a re- 
stricted gift, the author points out. An unre- 
stricted gift represents a vote of confidence 
in the president’s ability to allocate the 
funds where he/she sees fit. By MILTON 
MURRAY. September, Page 42. 
Voluntary College Support Reaches A 
Record High — October, Page 26. 
Kansas Fund Acts As Point Man For Pri- 
vate Colleges — Thirty years ago, several 
small Kansas colleges formed the Kansas 
Independent College Fund to augment their 
fund raising efforts. Last year the fund 
realized a 25 percent increase over the pre- 
vious year. Interview with DR. KENNETH 
SMITH. November, Page 42. 


Civic, Cultural 
Health Institutions 
Gift Catalog Provides Punch For Or- 
chestra Radiothon — Five years of 
amateur and professional collaboration 
have gone into this year’s edition of the New 
York Philharmonic/WQXR Radiothon gift 
catalog. The catalog and 60-hour continu- 
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ous radiothon broadcast generate enormous 
goodwill and operating funds for the or- 
chestra each year. Interview with JEAN 
SLOAN and SUE MERCY. June, Page 24. 
Arts Funding For Non-Arts Groups New 
Dollar Source — Pressed to diversify 
funding sources, non-traditional sources of 
funds should be closely examined. The au- 
thor outlines how other-than arts groups can 
position their institution for arts funding. By 
MARILYN HOYT. September, Page 24. 


CREATIVE, AND 
TECHNICAL ASPECTS 


Consultants, Computers, 
Marketing Direct Mail 

A Devil’s Dictionary Of Fund Raising 
Terms — With tongue in cheek, this au- 
thor takes a look at the less serious side of 
fund raising. His “dictionary” uses Broad- 
way hits to define various fund raising 
terms. By STANLEY K. GRAHAM. Janu- 
ary, Page 32. 
Postal Rate Scoreboard: Plus And 
Minuses Added Up — Postal subsidies for 
non-profits came under successful attack in 
1981, point out the authors in this rate up- 
date. With non-profit rates set to leap 
higher, joint action by all may stave off con- 
tinuing rate hikes. By CLYDE E. SHOREY 
JR. and WILLIAM J. OLSON. February, 
Page 27. 
Tax Committee Established Through 
The Mail — Because of this mail cam- 
paign, The National Tax Limitation Com- 
mittee achieved recognition as a major force 
on the American political scene. By BILL 
SHAKER. February, Page 30. 
Copy Is King And Here Are Ten Steps To 
Prove It — Many direct mail campaigns 
hinge on number of factors, but this author 
believes copy gives managers greatest con- 
trol. He discusses ten keys to more powerful 
copy including the all-important “hook.” 
By KEVIN VAN GROESBECK. Feb- 
ruary, Page 38. 
Museum Doubles Members With First 
Sweepstakes — The Ward Foundation’s 
inaugural direct mail sweepstakes pulled a 
2.3 percent response and doubled the mem- 
bership of its North American Wildfowl Art 
Museum. By KENNETH BASILE. Feb- 
ruary, Page 42. 
The Hook, Line And Sinker Of Fund 
Raising: No Fish Tale — This develop- 
ment director’s vocation and hobby provide 
some interesting lessons for every fund 
raiser. The moral: always be honest, use the 
right “bait” and build evaluation into your 
fund raising plans. No “prospect” will get 
away. By ADDISON J. EASTMAN. 
March, Page 23. 
How To Presort Your Mail And Save 
Dollars, Too — Savings for presort are not 
limited to big non-profit mailers only, 
claims the author. Any non-profit organiza- 
tion that mails in some quantity may be able 
to save money and time. He shows why. By 
JAMES E. PEHTA. April, Page 28. 
American Bar Association Raises $7.2 
Million — In this impressive campaign, 
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the American Bar Association raised $7.2 
million from 27,000 members and over 300 
law firms. By.) Fa: WILLIAM 
STRAUGHAN. April, Page 38. 

Worried About Mail Response? Ten 
“List” Solutions — There are many fac- 
tors which influence direct mail results, but 
list development could holc the key to im- 
proved response, claims this noted list com- 
piler. He outlines ten key considerations to 
study in understanding the importance of 
database compilation. By ED BURNETT. 
May, Page 16. 

Increase Revenue With A Simple Thank- 
You Letter — A simple “thank-you” to a 
donor for his or her gift can impact on your 
revenue, says this author. Non-profits can 
learn a valuable lesson from the commercial 
sector, such as mail order companies, who 
have long recognized the value of the 48- 
hour acknowledgment. By JOHN E. GRO- 
MAN. May, Page 40. 

Christmas Gift Catalog Educates Public 
To Needs — Shopping at home from gift 
catalogs can eliminate the Christmas crush 
at the local department stores. By circulat- 
ing the same direct marketing medium in 
non-profit circles, holiday fund raisers can 
inform and expand their donor constituen- 
cies, and reap rewards for the new year. By 
ROBERT J. GIACOVELLI. June, Page 
42. 

Council Sells Safety Through Catalog 
Pages — The National Safety Council uses 
its catalog to sell educational merchandise 
and to promote membership. Recently, the 
council resumed in-house catalog produc- 
tion after a one-year trial with an outside 
agency. BY JUDITH LEVI. June, Page 45. 
Non-Profit Mail Image Requires Close 
Scrutiny — An agency may be well-ac- 
quainted with what its image should be, yet 
the only indication to its donors and pros- 
pects is what it mails to them, the author 
points out. Hasty, thoughtless mailings can 
present the wrong image to a valuable pros- 
pect audience. By WENDY FISHER. July, 
Page 16. 

Use Precision Planning To Organize Spe- 
cial Dinners — Fund raising dinners re- 
quire meticulous attention to detail, as well 
as political sensitivity in pulling them off 
without hurting anyone’s feelings. By KAY 
PARTNEY LAUTMAN and LYNETTE 
TEICH CALDWELL. August, Page 20. 
Audio-visuals Add Impact To Appeals — 
A spirited audio-visual show can grab the 
attention of volunteers and donors and spark 
them into action, this campaign counselor 
explains. Fund raising professionals have a 
multitude of audio-visual options at their 
disposal. By E. BURR GIBSON. August, 
Page 34. 

How Non-Profit Mailers Won Political 
Victory — The way postal rates are set in 
the 1980s represents a sharp break with the 
staid past. In the era of draconian cutbacks, 
non-profit mailers must grittily fight and 
lobby to keep rates down through every 
twisting step of the “dance of legislation.” 
This is the story of one group’s successful 
battle. By CLYDE E. SHOREY JR. and 
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WILLIAM J. OLSON. September, Page 
16. 

Market Research Points Out Donor Per- 
ceptions — Market research, traditionally 
the province of business concerns, can be 
used by non-profit organizations to discover 
donor attitudes and commitment. Non-prof- 
its can then change their programs and pub- 
lic relations accordingly. By LESLIE E. 
STOCKER. September, Page 28. 

Fishing Hall of Fame Tale Of Persistence 
And Guts — During respites in the lakes 
and streams of northern Wisconsin, Bob 
Kutz developed an insatiable interest in 
fishing which led to the establishment of a 
National Fresh Water Fishing Hall of Fame. 
Interview with ROBERT KUTZ. De- 
cember, Page 16. 


Special Events 
Getting Ugly Wins Friends And 
Funds — Frivolous sounding and fun, an 
“Ugly Bartender Contest” can provide some 
serious dividends to non-profit organiza- 
tions. In addition to raising funds, it can 
vastly increase public consciousness of an 
organization. By MARTHA BLUM. Au- 
gust, Page 28. 
Diamond Night Pays Off For MS Soci- 
ety — The Multiple Sclerosis Society’s 
New York City chapter raised almost 
$500,000 by hoiding a ballet gala for a fund 
named for a British cellist stricken with the 
disease. By JAMES LEEST. August, Page 
30. 

Telephone 

Phonathons Reach Donors For Im- 
mediate Response — Personal solicitation 
has its merits. But when it comes to target- 
ing an appeal to a large donor base, and ex- 
pecting an immediate response in return, 
phonathons are where it’s at, the author in- 
sists. Here’s a primer for telephone lovers. 
By MARTHA ANNE MURPHY. Sep- 
tember, Page 34. 


Planned Giving 
Memorial Gifts Often Overlooked In 
Fund Raising — When properly mar- 
keted, memorial gifts can provide addi- 
tional funding for non-profits, points out 
this author. Three essential ingredients are 
offered to make memorial gifts an important 
weapon in the development office arsenal. 
By DEL CRAFTER. April, Page 32. 
Life Insurance Gifts Must Be Matched 
With Donors — The new Tax Act of 1981 
has rekindled interest in gifts of life insur- 
ance, believes the author. He outlines the 
gift benefits of securing life insurance as an 
opportunity for both donors and institution 
if the “match” fits. By JOHN C. 
CAMPBELL, Ill. May, Page 32. 
Never Mind Research! Visit With Pros- 
pect Molds Approach — Few non-profits 
can afford prospect researchers in major 
gifts solicitations, claims the author. He de- 
tails his experiences in creating approaches 
and how to profile the big gifts prospect. By 
JOHN S. RYAN. November, Page 32. 


Management 
Set Goals To Enhance Employee Motiva- 
tion — A critical annual review may not 


contribute to an employee’s productivity, a 
recent study shows. Managers should help 
employees set reasonable and measurable 
goals toward maximum job performance. 
By STEPHAN SCHIFFMAN. January, 
Page 30. 

Stewardship Not Code Word For Fund 
Raising — January, Page 44. 

Use Public Opinion To Plan Fund Drive 
Strategy — Outside influences exert a 
powerful force on capital campaigns and an- 
nual funds. The author illustrates this corre- 
lation and suggests that development offi- 
cers learn how to monitor public opinion 
when planning fund drives. By N. BRENT 
KENNEDY. January, Page 34. 

Federal Cutbacks Of Concern At IS Na- 
tional Conference — January, Page 38. 
Inflation, Recession Woes Have Not 
Dampened Spirit — March, Page 46. 
Public/Private Partnerships Bring A 
Building To Harlem — The unique lesson 
of this collaborative effort was the use of 
public and private money which challenged 
each sector to do better. As a result, Harlem 
had a residential facility to offer mental 
health services to residents. Interview with 
REV. FREDERICK E. DENNARD, JANE 
GEEVER, KIRSTEN MOY, EDISON 
NESFIELD, GAIL ZAUDER. April, Page 
16. 

Step-By-Step Plans Needed To Avoid 
Catastrophes — Neglecting to produce a 
formal, deiailed fund raising plan could 
create an organizational nightmare, the at:- 
thor says. Fund raisers need to form and im- 
plement a step-by-step plan to avoid disaster 
and achieve their goals. By ROBERT E. 
BASON. May, Page 24. 

Market Your Mission By Stating Your 
Case — Careful preparation of an organi- 
zation’s case statement should solve most 
communications problems, the author says. 
The statement is a summation of an organi- 
zation’s history, tradition, and goals. It 
should also act as an invitation to the public 
to participate in the group’s future. By 
JOSEPH L. KUNEC. May, Page 26. 
Government Cutback Fears Spur Con- 
ference Attendance — June, Page 48. 
Boards Must Take Charge In New 
Age -— Rapid change demands that the 
traditionally passive duties of the board of 
directors of non-profit organizations be re- 
placed by a more assertive role, the author 
says. Facing new political and economic 
realities, volunteer organizations will have 
to adjust to increasing demands for services, 
and reductions in government funds in 
which the board of directors can be a strong, 
guiding force. By MARILYN K. FOSTER. 
July, Page 24. 

Prospect Research Gains New Friends In 
Development — The old adage that “you 
get what you pay for” applies to the prospect 
research function, claims this author. Since 
fund raising is a process, with the develop- 
ment officer as information builder, re- 
search is shown as an invaluable tool. By 
EMILY PFIZENMAIER. July, Page 30. 
Independent Sector Meets To Ponder 
Swift Funding Ax — August, Page 36. 
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Cable TV Offers Gloomy Future For 
Non-Profits — August, Page 38. 

Board Must Recruit, Push For Effective 
Staff — August, Page 39. 

Non-Profits Urged To Try Business Ap- 
proach — August, Page 47. 

Non-Profits Encounter The Interactive 
Age — October, Page 36. 

Non-Profits Will Lose 20 Percent Of Fed- 
eral Support — November, Page 37. 

15 Ways To Measure Fund Raising Pro- 
gram Effectiveness — Rigorous data anal- 
ysis is the mark of the future in develop- 
ment, claims this author. With private sup- 
port more needed than ever, systematic 
studies generate valuable data and useful 
benchmarks. By HARVEY J. JACOB- 
SON. December, Page 24. 

How To Budget The Fund Raising Pro- 
cess — Once an organization has deter- 
mined whether to pursue short-term or long- 
term development goals, the budget func- 
tion can begin. With the help of grids, the 
author offers a step-by-step budgeting pro- 
cedure. By RICHARD E. STOLL. De- 
cember, Page 30. 

Non-Profits Must Consider Ethics In Sol- 
iciting Gifts — Few development officers 
stop to ponder the ethics of their profession. 
Ethics, however, are intimately linked with 
development. Fund raisers should think of 
the consequences involved in prospecting 
for a gift. By DR. WILLIAM DINGFEL- 
DER. December, Page 36. 

“Audit Block” Approach Prevents Mail 
Fraud — When an organization lacks a 
tight bill-paying system, it chances losing 
funds to false bills involving services not 
rendered and products never ordered. The 
author outlines one approach to curb mail 
fraud. By SHELDON WHITMAN. De- 
cember, Page 38. 

More Hospitals Will Use Marketing 
Techniques — December, Page 40. 


Technology 
Public Service Announcements On Cable 
Still Finding Way — Long familiar on 
broadcast TV, public service announce- 
ments are just beginning to make inroads 
into cable TV. The author explains how 
pooled distribution and format switches will 
enable non-profits to put their message on 
cable. By ANDREW McGOWAN. March, 
Page 16. 
Ten Hints On “Wiring” Your Organiza- 
tion For Cable TV — Locally originated 
cable programing can provide opportunities 
for non-profits to relate their interests to 
specific, but highly interested audiences, 
explains the author. By DONALD SCHIL- 
LER. March, Page 34. 
Local Access Cable: How New York City 
Agencies Work — Despite being the com- 
munications capital of the world, New York 
City is not the mecca for community access 
as far as non-profits are concerned. The au- 
thor outlines the problems and opportunities 
organizations have. By AUDREY SEID- 
MAN. March, Page 48. 
Telethons Can’t Compete In New Elec- 
tronic Age — It’s become increasingly 
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harder for telethons to capture the attention 
of a mass audience, claims TV fund raising 
guru Russ Reid. Instead, organizations 
using TV can better capture donations using 
personalized case histories, following up 
shows with direct mailings and asking for 
more funds. Interview with RUSS REID. 
October, Page 40. 


Laws And Regulations 

Basic Charitable Instincts Outweigh Tax 
Bill’s Impact — Contrary to common be- 
lief, says this author, people are strongly in- 
fluenced by what they feel are justifiable re- 
quests for support. When reputable institu- 
tions demonstrate to the American people 
that they are in dire need of funds because 
government support has been cut, it is likely 
that private support will be forthcoming. By 
STUART BUTLER. February, Page 36. 
New Changes In CFC Rules Spark Pro- 
tests Nationwide — March, Page 20. 


Standards For Charitable Solicitations 
Released — May, Page 42. 

Charitable Groups To Capitalize On 
New Tax Act — May, Page 44. 

Fiat Tax Proposals Scare Non-Profits — 
October, Page 24. 

Percentage Fund Raiser Challenges 
City’s Law — October, Page 55. 

IRS Rules List Exchanges Unrelated 
Business Income — November, Page 58. 


SUCCESSFUL 
GRANTSMANSHIP 

By Diane Duca 
New Strategy For Writing Proposals 
Now Necessary. February, Page 58. 
Confused About Proposal Addenda? 11 
Simple Ideas. April, Page 52. 
Study Donors, Cultivate Contacts Before 
Proposal. June, Page 60. 
Gobbledygook Has No Place In Propo- 
sals. August, Page 5S. 





WEB-RUN LETTER Jobs Pressing You? 


IF YOUR web press letter requirements demand high volume and fast 
delivery, turn off the pressure at Amos Press, your direct mail specialist. 


We have the capability - and the paper - to turn your project around within 
a time frame that will amaze you, even if your quantities are in the millions! 


Web press letters are just one of our total direct mail services. If you like, 
we can also handle your entire package (including addressing & inserting) with 
equal dispatch. For an estimate to meet your budget and timetable, send a 


sample along with your quantities 


to Tony Vivaldi, Graphic Arts 
Sales Manager. 


From web run letters 


to complete direct mail packages, 


we make good impressions! 





Classified 
Advertising 


Rates: $4.50 per line; payable in 
advance: minimum 4 lines. 
Send copy directly to Fund 
Raising Management, 224 Sev- 
enth Street, Garden City, New 
York 11530. 


For Box ad replies, please indi- 
cate box number and send c/o 
Fund Raising Management, 224 
Seventh St., Garden City, NY 
11530. 





MISCELLANEOUS 





BUMPERSTICKERS! Leading manufacturer needs reps in many 
parts of the U.S. calling on retailers. Quality line, newest titles, long 
commissions. Call Dick McMenemy toll-free, 1-800-548-7216. 
Thank you. 





Your Direct Mail Specialist 


amos press 


911 Vandemark Road, Sidney, Ohio 45367 
(513) 498-2111 


FR 


Tes ia 1) 


tee 


(516) 884-6100 
(516) 422-1952 


NE Weekly | 


Published weekly by FUND RAISING MANAGEMENT MAGAZINE 
Available by subscription only 
... $72.00 per year. 


Personalization 


Monitor Your List! 


Now, a private mail monitor 
SRE RULES ey 
to these important questions: 

1. Is your mail being delivered? 
2. How long does it take'to be delivered? 
3. Is your list protected against 
unauthorized use? 
ONC ashe 3 
SL UE Te mal (cl ae ty. New York 10956 


ie 
Tel: (914) 634-1331 





Funding After The Grant: Denors Want 
To Know. October, Page 70. 


FUND RAISING 
DOWN UNDER 
By Michael Downes 
Fund Raising In Australia Despite Reces- 
sion. September, Page 59. 


THE DEVELOPMENT 
FUNCTION 
By Arthur C. Frantzreb 

Million Dollar Donors: Problems And 
Potential. January, Page 56. 
Position Description For Trustees: More 
Than “Yes.” April, Page 51. 
Tender Care Works Prospect Miracles. 
November, Page 62. 


ON PLANNED GIVING 
By Robert Getz 

Put More Life Into Planned Giving By 
Destroying Myths. March, Page 60. 
Fund Raisers Must Use Easy Touch With 
Professionals. June, Page 58. 
Consider Donor Intent When Planning 
Gifts. September, Page 60. 


LEGISLATIVE GUIDE 
By Bruce Hopkins 

Schaumberg Doctrine Engenders More 
Decisions. February, Page 52. 
Beware IRS Iron-Fisted Attitude On Un- 
related Income. August, Page 50. 
Percentage Fund Raising Laws Unevenly 
Applied. October, Page 68. 


ON FUND RAISING LETTERS 
By Jerald Huntsinger 
Increase Fund Raising Returns With 

Photography. January, Page 54. 

Advice On How To Write Your First 
Fund Raising Letter. March, Page 58. 
Discard Back Pages For New Age Ex- 
perimentation. May, Page 54. 

Kill J--k Mail References With Per- 
sonalized Copy. July, Page 50. 

Letter Length Must Vary For Every Cir- 
cumstance. September, Page 56. 

Don’t Lose Donors To “The Quiet Revo- 
lution.” November, Page 60. 


FUND RAISING 
CONSIDERATIONS 
By William Lampton 
Make The Most Of Telephone Communi- 
cation. January, Page 60. 


(Continued from page 54 ) 


Nov. 3-6, '85, Direct Marketing Association 68th annual con- 


ference and trade show at the Hilton Hotel, Washington, DC. 
Call 202/347-1222. 


1986 


April 8-9, '86, Direct Marketing Day in New York at the New 
York Hilton. Call Hoke Communications at 800/642-6132 or 
in New York at 516/746-6700. 


April 21-25, '86, 18th International Direct Marketing Sym- 
posium in Montreux, Switzerland. Contact the symposium at 
Neumunsteralle 6, CH-8032 Zurich (Switzerland). Tele- 
phone (01) 69 48 20. In North America contact Hoke Com- 


Make Your Staff Retreat An Exciting, 
Beneficial Time. March, Page 64. 
Cooperative Management May Be New 
Development Trend. May, Page 59. 
When Volunteers Talk Directors Should 
Listen. July, Page 56. 

Establish Closer Donor Contact With 
Mini-Events. September, Page 54. 
“Meeting Mania” Can Hinder Productiv- 
ity. December, Page 54. 


FUND RAISER’S 
TAX GUIDE 
By J.K. Lasser Tax Institute 

On New Tax Penalty, Change In Tax 
Benefits. January, Page 59. 
On Donating Stock Voting Rights, Per- 
sonal Homes. March, Page 63. 
On Postponing Deduction For Gifts Tied 
To Building Drives. May, Page 61. 
On Restricting Lobbying For Tax 
Exempt Public Charities. July, Page 52. 
On Attempting Deductions When Donat- 
ing Property. September, Page 58. 
On Using Charitable Trusts For Tax 
Benefits. November, Page 59. 


ON MANAGEMENT 
By Robert F. Leduc 
Use Financial Planning To Ease Cash 
Flow Problems. June, Page 64. 
High Turnover Begs Attention By Jim 
Heck. August, Page 48. 


CORPORATE 
CONTRIBUTIONS 
By Alex J. Plinio 
Corporations Contribute More Than 
Cash To Society. October, Page 64. 
Go Beyond Fund Raising To Resource 
Raising. December, Page 58. 


THE CANADIAN FUND 
RAISING SCENE 
By Colin Rainsbury 
Fund Raisers Must Network To Advance 
Cause. October, Page 66. 
Ontario Foundation Competes With 
Non-Profits’ Lottery. December, Page 56. 


ON FOUNDATIONS 
By Saul Richman 

Silent Foundations Risk Programs To 
Budget Knife. February, Page 51. 
CEO, Program Officer, Trustee Salaries 
Disclosed In Study. April, Page 54. 
Study Says Makeup Of Boards Has 
Changed. June, Page 62. 


munications at 800/645-6132, or in New York, 516/746- 
6700. 


1987 


April 7-8, '87, Direct Marketing Day in New York at the New 
York Hilton. Call Hoke Communications at 800/645-6132 or 
in New York at 516/746-6700. 


April 27-May 1, °87, 19th International Direct Marketing 
Symposium in Montreux, Switzerland. Contact the sym- 
posium at Neumunsteralle 6, CH-8032 Zurich (Switzerland). 
Telephone (01) 69 48 20. In North America contact Hoke 
Communications ai 800/645-6132, or in New York, 516/746- 
6700. 


Report Paints Picture Of Complacency, 
Cowardice. August, Page 54. 
Annual Reports Appear Few And Far 
Between. November, Page 64. 


CONSIDERATIONS FOR THE 
NON-PROFIT EXECUTIVE 
By Stephan Schiffman 
Traveling Pressures Demand Communi- 

cation With Home. March, Page 56. 
Time Thieves In Development Office 
Could Rob Efficiency. May, Page 56. 
Managers Face Most Difficult Role In 
Delegating Authority. July, Page 54. 
Giving Workers Freedom Produces Bet- 
ter Results. September, Page 61. 


WHAT WOULD 
YOU DO IF... 

By Robert Semple 
First 30 Days Are The Toughest — Part 
II. January, Page 58. 
First 30 Days Are The Toughest — Part 
Ill. February, Page 54. 
First 30 Days Are The Toughest — Part 
IV. April, Page 58. 


HOSPITAL MARKETING 
By John Sherlock 

Make Intangible Services Tangible For 
Consumers. February, Page 56. 
Pros And Cons Of Why Hospitals Should 
Advertise. April, Page 56. 
Hospital Promotions Should Use Con- 
sumer Motivators. August, Page 52. 


ON THE ARTS 
By George Alan Smith 
Who’s In Charge Answered By Shared 
Responsibility. February, Page 59. 


COMMUNICATIONS 
IN FUND RAISING 

By Charles Webb 
Some Tips For Taking Full Advantage Of 
Meetings. January, Page 53. 
Charts, Deadlines Build Basics Of Cam- 
paign Plan. March, Page 62. 
Cultivate Corporate Support Through 
Contacts. May, Page 60. 
Museums Can Merchandise Exhibits To 
Raise Income. July, Page 53. 
Conferences Run Smoothly With Pre- 
pared Checklists. November, Page 66. 
Use Gift Committees To Identify, Solicit 
Donors. December, Page 57.@ 


1988 


April 25-29, '88, 20th international Direct Marketing Sym- 
posium in Montreux, Switzerland. Contact Neumunsteralle 
6, CH-8032 Zurich (Switzerland) . Telephone (01) 69 48 20. 
In North America contact Hoke Communications at 800/645- 
6132, or in New York, 516/746-6700. 


1989 


April 24-28, 89, 27st International Direct Marketing Sym- 
posium in Montreux, Switzerland. Call Neumunsteralle 6, 
CH-8032 Zurich. Telephone (01) 69 48 20. In North America 
contact Hoke Communications at 800/645-6132, or in New 
York, 516/746-6700.¢ 


FUND RAISING MANAGEMENT 








